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A S S O C I A T E S






Manchester Office of Economic Development
Mr a u b u rn
A S S O C I A T E S
■ Review Findings and Recommendations
■ Engage Participants in Joint Strategy/Action 
Planning




Overview of TopicsMr A u b u rn
ASSOCI ATES
■ Arts and Cultural Impact
■ Findings: Strengths & Challenges
■ Areas of Recommendation
■ Facilitated Action Planning




A S S O C I A T E S
Impact of Arts and Culture
Cultural LandscapeMr A u b u rn
ASSOCI ATES
■ Attractions - Cultural and Heritage Sites
■ Performing Arts Co mpanies & Venues
■ Visual Arts & Literary Arts
■ Creative Education
5
i x l  A iMt.'Auburn
A S S O C I A T E S
Attractions: Cultural and Heritage Sites




C urrie r M useum  o f Art, See- 
Science Center, C red it Union 
M useum , F ranco-Am erican 
Centre, Avia tion M useum , 
M illyard M useum  and Library, 
Am oskeag F ishways, Am erican 
C anadian G enea log ica l Society 
Library, Institu te o f Politics, and 
m ore ....
Over 175,000 annual visitors, employs 
about 140 full- and part-time workers
Performing Arts Companies & Venuesi x l  A iMt.'Auburn
A S S O C I A T E S
■ City has concentration of performing arts groups — both 
theater and music
■ P ro file  C h o ru s , T h e a te r  K n ig h ts , P a la c e  T h e a te r, M a je s tic  
T h e a te r, N H  P h ilh a rm o n ic  , A c tin g  Lo ft, M a n c h e s te r  C h o ra l 
S o c ie ty , M a n c h e s te r  C o m m u n ity  T h e a te r  P la ye rs , 
M a n c h e s te r  G a y  M e n ’s C h o ru s , N e w  T h a lia n  P la ye rs , 
O p e ra  N H , S ta g e  O n e  P ro d u c tio n , a n d  m o re ...
■ Performing arts groups employ 24 full-time and 250 part­
time workers, and spend about $3.5 million annually
7
Performing Arts Companies & Venuesi x l  A iMt.'Auburn
A S S O C I A T E S
■
■
Good range in size of venues
■ Very large (Verizon W ire less 
A rena) to m id-s ize (Palace — both 
com pany and venue) to very 
sm all theaters (Acting Loft jus t 
m oved into new 1 0 0 -sea t venue 
in Je fferson Mill Build ing).
■ O ther venues are in churches,
hotels, and schoo ls
While total visitors and impact data are not readily available
■ Verizon W ire less A rena: 770,000 audience/yr, $ 3 1 M in d irect 
spend ing, tota l o f 661 jo b s  th tough d irect and ind irect ou tpu t ( ‘04)
8
Visual ArtsMr A u b u rn
ASSOCI ATES
■ The segment consists of individual artists, art associations, 
and galleries
■ 2 a s s o c ia tio n s  —  S o p h a  fo r  p h o to g ra p h e rs  a nd  th e  
M a n c h e s te r  A r t  A s s o c ia tio n
■ A  s m a ll n u m b e r o f c o m m e rc ia l g a lle r ie s
□  Art3  Gallery, East C o lony Fine Arts, Hatfie ld G allery, S o p h a .
■ O th e r g a lle r ie s  e m b e d d e d  in la rg e r in s titu tio n s
□  M cInich A rt G allery (SNH U), M cInich Fam ily G alle ry (Health 
Dept), A rt on the W all (Ci ty Hall), Chapel A rt C en te r (St. 
Anslem  College)
9
Visual Arts & Literary Artsi x l  A iMt.'Auburn
A S S O C I A T E S
■ Literary Arts is relatively small in the city, consisting of a 
small nonprofit organization ( NH Writers’ Project) and the 
Hippo Press
10
Creative EducationMr A u b u rn
A S S O C I A T E S
■ The New Hampshire Institute of 
Art is a significant creative 
organization
■ 203 em ployees, payroll over $5M 
and expend itu res o f $10.4 m illion
■ The Manchester Music School 
contributes substantially to the 
city
■ 61 jobs, $1  m illion spending
■ Many of the performing arts organizations also provide education 
programming for youth and adults „
ASSOCI ATES
MT.'AUBURN*i Tl  Af
■ Over 1 million visitors a year to cultural 
attractions, performances and Verizon 
Arena-related events
■ $24 million in spend ing (not including 
Verizon Center)
■ 660 full- and part-time jobs in cultural 




A S S O C I A T E S
Strengths and Challenges
ASSOCI ATES
MT.'AUBURN*i Tl  Af
City’s arts and cultural assets are formidable and very 
diverse
■ Several performing arts facilities and venues
■ Strong mix of museums, w/ a range of cultural 
experiences
■ Deep manufacturing and immigrant heritage
■ Symphony and opera
■ Art galleries, strong visual arts & crafts base
■ River adds significantly to the persona of the city
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i x l  A iMt.'Auburn
ASSOCI ATES
Good number and range in size of 
facilities
The Verizon C en te r —  11,000 seats 
The Palace —  900 seats 
St. G eorge Parish —  750 
Dana C en te r —  700 
D erryfie ld  H igh School —  400 
Franco-Am erican cen te r —  350 
Jew ish federa tion  Thea te r —  300 
Police League Build ing —  150 
M a jestic  T hea te r — - 230 
C urrie r -  140 
And m ore...
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StrengthsMr A u b u rn
ASSOCI ATES
The audience and visitor base is quite diverse
■ The age range for performances and shows is 
“birth to death”
■ Markets — MA, VT, and ME
■ 15,000 college-age people
■ Thousands of people come for the primaries





A S S O C I A T E S
Impressive infrastructure investment
■ Verizon Wireless Arena (Public) 
$70 million
■ Currier Museum of Art (Private) 
$21.4 million expansion
■ New Hampshire Institute of Art 
(Private) $18 million expans i on
■ Public Sculpture — $145,000
■ Fisher Cats Baseball Stadium 
(Public) $29 million
ASSOCI ATES
mt. Auburn*1' r  i A i
Higher Education in city and region -- very strong arts and 
cultural asset
■ D e g re e  p ro g ra m s , m u s e u m s , g a lle r ie s , p e rfo rm in g  a rts  fa c ilit ie s , 
e tc .
■ G re a t c o lla b o ra tio n , w ith  A & C  a nd  K -1 2  p u b lic  s c h o o ls
■ 1 0 ,0 0 0 + s tu d e n ts  a tte n d  th e s e  in s titu tio n
■ N H  W rite rs  P ro je c t h o u s e d  a t S N H U ; a ls o  h o s tin g  d e s ig n  
c o m p e tit io n
■ S t. A ’s  b r in g s  in a rtis ts  fro m  A fr ic a ; w o rk s  w ith  k id s  in th e  K -1 2  
s c h o o ls
■ N H  In s titu te  A r t  h a s  g ro w n  s ig  n if ic a n tly
■ Bought new  bu ild ings in dow ntow n; expand ing  presence; about 
450 undergrads in BFA program  and 500 people in CE
18
i x l  A iMt.'Auburn
A S S O C I A T E S
Strengths
The Trolley has been 




Expanded service, and 
knit community 
together in a new and 
exciting way
Also, Trolley helped 
more places and 
venues being open
o P e n  d o o ^
i m m m m
M A N C H E S T E R
- A R T  A N D  C U L T U R A L  T O U R -
An3.GALLERY
SOPHA
THE STUDIO OF PHOTOGRAPHIC ARTS
ChallengesMr A u b u rn
A S S O C I A T E S
Past attempts to collaborate, but efforts were 
relatively short-lived and not terribly successful
■ Arts Build plus other efforts, Chamber has tourism 
committee/group in “hibernation”
■ These efforts didn’t last — multiple 
issues/challenges
■ Little/No appetite for another formalized structure
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ASSOCI ATES
mt. Auburn*1' r  i A i
Limited organized activity to capitalize on current 
visitor base
■ The See Center’s new exhibit and Antique Show 
attract tens of thousands, b ut little coordination
■ Performing arts & entertain ment organizations 
collaborate, but not to a new level
■ Could be the jewel of the state — in the other cities, 
the mayors and the business community are 
intimately involved
Challengesi x l  A iMt.'Auburn
A S S O C I A T E S
Limited organized activity (continued)
■ Primaries — No organized effort to promote the 
cultural assets, create opportunities to attend 
events, or build brand to bring them back
■ Radisson — gets thousands of people for 
conferences and workshops, some coordination 
and collaboration -  could do more
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Challengesi x l  A iMt.'Auburn
A S S O C I A T E S
Current brand/identity of city as arts destination is 
very weak
■ Strong assets, however, no clear brand or 
identity that defines the city’s creative economy
■ Lack of brand/identity is barrier to capitalizing on 
assets and position city as arts and cultural 
destination
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Challengesi x l  A iMt.'Auburn
A S S O C I A T E S
Relationship between the cultural and business 
community not nearly as strong as it could be
■ Business community still looks at A&C as 
nonprofit amenity
■ Lack of understanding about revenue and job- 
generating capacity of the A&C = serious 




A general recognition that the city could do more to 
attract and engage young people
■ There are 15,000 young people who attend 
colleges -- modest effort to keep/bring them into 
the cultural community
■ A few organizations have a younger demographic 
— the NH Creative Club, the Graphic Artists Guild, 
and a web designers g roup
■ New dynamic — young people who grew up in the 
city coming back
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Challengesi x l  A iMt.'Auburn
A S S O C I A T E S
Signage and parking are a serious issue
■ Poor signage makes it difficult for newcomers 
and visitors to navigate the city
■ Presents real proble ms to many of the cultural 
institutions that want broaden and expand 
their audience base
26
Conclusionsi x l  A iMt.'Auburn
A S S O C I A T E S
■ The arts and cultural community and 
assets could bring a higher level of 
economic impact to the city
■ But, it won’t occur unless the community 
is more organized and able to better 




A S S O C I A T E S
Preliminary
Recommendations
Position the City as a Higher-profile Arts 
DestinationMr A u b u rn
A S S O C I A T E S
■ Strategies/Actions
■ C re a te  new  v isu a l ‘a rts  p o in ts ’ th ro u g h o u t the  C ity
■ D eve lop  c le a r b rand  and id e n tity  fo r  th e  C ity ’s C re a tive  and 
C u ltu ra l C o m m u n ity  (m arke ts : M e rrim a ck  V a lley , C anada , 
n o rth e a s t co rrid o r)
■ Im prove  s ig n a g e  and use  a rts  co m m u n ity  to  m ake  the  
im p ro ve m e n ts  (P a n d o ra )
■ C re a te  h ig h ly -v is ib le  p ro g ra m s /e ve n ts  fo cu se d  on the  a rts  
(M e rrim a ck  R ive r “M ill L ig h ts ” even t)
■ Models
■ S to re fro n t A rtis ts  P ro je c t in P itts fie ld
■ G rand  R a p id s ’ A rt P rize  p ro je c t
■ P o rtland  (O R ) and P ittsbu rgh  D es ign  Z o n e s
Models
■ The Storefront Artists Project in Pittsfield was initiated several years ago. Artists worked 
with building owners to locate artists’ studio in empty or underutilized storefronts. The 
downtown became a much more vibrant and attractive location, and artists were able to 
gain a higher profile in the city.
Mr A u b u rn
A S S O C I A T E S
■ Grand Rapids has started a project called Art Prize -  artists in the city submit art work to 
a jury. Those items selected are located in stores and businesses through the city, and 
the public votes on the winner. The winner for the best work of art gets a prize (in the 
case of Grand Rapids it’s $250,000). Th e long-term, broader impact is that this project 
gets tens of thousands of people looking at and evaluating art work. One educational 
institution had 30,000 people visit its gal l ery during the exhibit.
■ Portland (OR) and Pittsburgh have created designated neighborhoods for the 
development of a Design Zone. The Zone attracts individual artists and design-related 
firms to the neighborhood. In each city, the Zones have become a destination for artists 
and designers in both commercial and live-work space, but the organizers of the Zones
Q A
sponsor events that bring in people from all over the cities. 30
ASSOCI ATES
mt. Auburn*1' r  i A i
■ Strategies/Actions
■ R ec ip roca l d isco u n ts  and cu s to m ized  in fo rm a tio n  to  ex tend  
a u d ie n ce  s ta ys  (R ad isson , V e rizo n  W ire le ss , M H T a irpo rt)
■ L e ve ra g e  o n e -tim e  im p a c t e ve n ts  (po litica l ca m p a ig n s , s u m m e r 
a n tiq u e  show , e tc .)
■ K n it to g e th e r s ta n d -a lo n e  ex  h ib its  and m u se um s th ru  m aps 
and co m m o n  th e m e s  o f indus tria l he ritage , river, m ills , na tive  
A m e ric a n -F re n ch -C a n a d ia n - im m ig ra n t h e ritag e
■ Models
■ C o n n e c ticu t W in e  T ra il
■ C o n ve n tio n  C e n te r c ross  se  l ling
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Take Advantage of Assets and Benefits 
of Higher EdMr A u b u rnASSOCI ATES
■ Strategies/Actions
■ C rea te  re la tio n sh ip  be tw een  C re a tive  E co n o m y and the  A rts  
D ire c to rs /C o o rd in a to rs  in ea  ch ins titu tion
■ W o rk  w ith  the  in s titu tio n s  on bu ild ing  and p ro g ra m m a tic  
e xp a n s io n  p lans and o ffe r th e a ss is ta n c e /s u p p o rt o f the  
C re a tive  E co n o m y
■ O rg a n ize  A rt E d u ca tio n  co u rse s /p ro g ra m s  th a t can  bring in 
new  a u d ie n ce s /cu s to m e rs
■ Models
■ S a vannah  S choo l o f A rt &  D esign
■ M ilw a u ke e  Ins titu te  o f A rt &  D es ign
■ C a m p u s  P ro v in ce to w n  32
ModelsMr A u b u rn
A S S O C I A T E S
■ The Milwaukee Institute of Art & Design (MIAD) has developed strong partnerships 
and relationships with for-profit business es and the arts community that have led to 
new products, new arts and cultural events, and the revitalization of one 
neighborhood.
■ Campus Provincetown is an effort on the part of the arts and educational 
communities in Provincetown to bring in new audiences to the city. The program 
offers a variety of art-related educationa l and instructional programs in the arts and 
helps bring in new visitors and tourists.
33
ASSOCI ATES
mt. Auburn*1' r  i A i
■ Strategies/Actions
■ C re a te  m ore  e ffe c tive  o u tre a ch  to  the  bus in e ss  com m un ity ; 
C E O  to u r o f ve n u e s  w ith  s ig n a tu re  e ve n t
■ E duca te  the  b u s in e ss  co m m u n ity  a b o u t the  reve nu e  and jo b  
g e n e ra tin g  ca p a c ity  o f the  C re a tive  E co n o m y
■ D eve lop  m u tu a lly -b e n e fic ia l p ro g ra m m a tic  re la tio n sh ip  w ith  
the  bus in e ss  co m m u n ity
■ Models
■ M ilw a u ke e  A rtis t- in -R e s id e n c y  p rogram
■ M a ine 's  C re a tive  E conom  y  p rogram
■ W a sh in g to n  D C  B us iness  Im p ro ve m e n t D is tr ic t
■ N ew  M ex ico 's  A rts  and B us iness  P a rtn e rsh ip  p rog ram
34
ModelsMT. 'AUBURN
A S S O C I A T E S
■ In Milwaukee one of the hotels in the downtown created an Artist-in-Residency 
program in which a local artist worked on his paintings in the lobby of the hotel. The 
program elevated the visibility of the arts and artists and also made the lobby of the 
hotel more attractive
■ Through Maine's Creative Economy program groups have been organized to make 




In Washington DC, the local Business Improvement District (BID) play a major role 
in advocating for and supporting the work of artists and arts organizations -  most 
BIDs have very little to do with the arts.
New Mexico's Arts and Business Partne rship program stimulates commerce 
through business training for artists and business collaborations. ^
A S S O C I A T E S
mt. Auburn*1' r  i A i
■ Strategies/Actions
■ C re a te  p ro g ra m s to  bring  in new  a u d ie n ce s  to  d o w n to w n  and 
to  a rts  and cu ltu ra l c o m m u n ity
■ D eve lop  new  re la tio n sh ip s  and co lla b o ra tio n s  th a t ta rg e t 
a u d ie n ce s  w h o  m ay o n ly  be m a rg in a lly  co n n e c te d  to  the  
C re a tive  E co n o m y
■ C o n n e c t to  o th e r reg iona l e ve n ts  to  bu ild  “s h o u ld e r” 
o p p o rtu n itie s
■ Models
■ In d ia n a p o lis ' A rt G a rden
■ M F A 's  A rt in B loom
■ L o w e ll's  D es tina tion  W orld
36
ModelsMr A u b u rn
A S S O C I A T E S
■ The city of Indianapolis created something called the Art Garden, a series of arts- 
related exhibits and demonstrations. And, the Art Garden is located in a large 
Shopping Mall in the downtown. The Mall attracts hundreds of thousands of visitors 
each year -  the visitor experience is enh anced by the presence of arts, and 
individual artists have an opportunity to sell art to a large and new customer base.
■ The Museum of Fine Arts in Boston holds an annual event called Art in Bloom. The 
Museum works with garden clubs that c reate flower arrangements and designs 
around specific pieces of visual art in the Museum. The event brings in 20,000 over 
the 3-day period -  many of them new to the Museum and it also provides a 
significant revenue stream for the Museum
■ The City of Lowell, MA has an event called Destination World. It brings together all 
of the city’s immigrant and ethnic communities around a single event. The event 
highlights the contribution and work of the city’s immigrant population and it brings 
in new audiences to the downtown. 37
Develop Mechanisms for More Effective 
Partnerships and Collaborationsi x l  A iMt.'AuburnA S S O C I A T E S
■ Strategies/Actions
■ H old m o n th ly /b i-m o n th ly /q u a rte rly  “S tra te g ic  A c tio n ” m ee tings
■ F ocus on sp e c ific /ta rg e te d  issues  —  e.g ., co lla b o ra tio n s  on 
sp e c ia l even ts , new  a u d ie n ce  d e ve lo p m e n t
■ C o n ve n e d  and fa c ilita te d  by neu tra l party, bu t a cco u n ta b le  to 
se lve s  and fle x ib le  e n o u g h  to  a llo w  se lf-d e fin e d  g ro u p s  to  w o rk  
on p rio ritized  ac tion  item s
■ C re a te  an e le c tro n ic  sys tem  fo r  su s ta in in g  and bu ild ing  
co lla b o ra tio n  and p a rtn e rsh ip  d e ve lo p m e n t
■ Models
■ B e rksh ire  C re a tiv e ’s b i-m o n th ly  S P A R K  p rog ram  and its S oc ia l 
M ed ia  p la tfo rm
ModelsMT. 'AUBURN
A S S O C I A T E S
■ Berkshire Creative hosts a bi-monthly event called SPARK in which artists and for- 
profit commercial enterprises come toge ther for a networking and partnering 
opportunity. The event attracts several hundred people from both the arts and 
cultural world, as well as the business community.
■ Berkshire Creative has also developed a sophisticated communication and 




A S S O C I A T E S
Action Planning
Areas of RecommendationMT.'AUBURN
A S S O C I A T E S
The following are areas of recommendation identified by participants during the
April 5th 2010 meet i ng at the Dana Center
■ Build a closer relationship with business community that benefits both -  the arts can help business with 
design, product development, etc and business can help the arts with marketing, customer development, 
etc.
■ Get more organized internally within the arts and c ultural community and find more consistent 
mechanisms for communication. Related, meetings that are organized should be strategic in nature, have 
CEO level participation, and include CEO counterrarts in the business community.
■ Get brand clarity
■ Tell the story of the economic significance of the arts and cultural community in a clear, concise, and a 
compelling way. Then the arts and cultural commu nity needs to “systemize” the story telling so that it is 
part of a strategic process reaching a wide and diverse audience.
■ Initiate more multi-venue, cross sector (visual arts , design, performing arts, creative education) marketing 
and promotion.
■ Create more opportunities for new audience development.
■ Investigate incubator space that accelerates enterprise development of artists and arts community.
41
Areas of RecommendationMT.'AUBURN
A S S O C I A T E S
Prioritization of Next Steps
■ First get organized with high level CEOs from both the arts and cultural community. 
Identify those likely CEO allies/champions in the business community.
■ Second, craft and tell the story of the economic significance of the arts and cultural 
community.





A S S O C I A T E S
Mt. Auburn Associates
M ichael Kane 
413-586-0403 
m kane.m tauburn@ crocker.com
Stephen M ichon 
603-320-2147 
m ichon @ f ut u rewo rks-we b . co m
